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Adams, Arthur, Sunil Mehrotra, and Stuart Van 
Auken. Reliability of Forced-Exposure Television 
Copytesting. No. 3, pp. 29-32. 

Assesses the reliability of a major advertiser's 
forced-exposure approach to its television 
commercial copytesting system, and presents 
a systematic approach to measure reliability. 

Assmus, Gert, and Scott A. Neslin. Optimistic and 
Pessimistic Estimates of Product Performance. 
No. 3, pp. 53-58. 

Reports the results from an empirical study 
which examines the impact of information that 
explicitly states the ‘‘pessimistic’’ and ‘‘opti- 
mistic’’ as well as the ‘‘most likely’’ savings 
from buying a specific product (in this case, a 
solar water heater). 

Atkin, Charles, and Martin Block. Effectiveness of 
Celebrity Endorsers. No. 1, pp. 57-61. 

This study, which focuses on alcohol adver- 
tising and young audiences, found that the use 
of famous persons to endorse alcohol products 
is highly effective with teenagers, while the im- 
pact on older persons is limited. However, for 
all age groups, the celebrity figure was found 
to be perceived as more competent and trust- 
worthy. 

Beltramini, Richard F. The Impact of Infomercials: 


Perspectives of Advertisers and Advertising 
Agencies. No. 4, pp. 25-31. 
Investigates the impact of infomercials on the 
advertising industry thus far; that is, assesses 
the current attitudes of advertising profes- 
sionals toward commercial time and length, 
which is relevant to understanding the impli- 
cations of this new trend. 
Block, Martin. See Atkin and Block. 
Bogart, Leo, and Charles Lehman. The Case of the 
30-Second Commercial. No. 1, pp. 11-19. 
A before-and-after comparison of how the 
switch from 60-second to 30-second commer- 
cials affected commercial performance. 
Cannon, Hugh M. Reach and Frequency Estimates 
for Specialized Target Markets. No. 3, pp. 45- 
50. 
Suggests a new approach for estimating market 
specific duplication of magazine audiences, or 
its complement, unduplicated audience. 
Chestnut, Robert W. ARF Interview: Technology 
and Its Implications for Advertising. No. 4, pp. 
9-13. 
A discussion with ARF’s senior vice president 
and director of research, Robert W. Chestnut, 
regarding his views on the subject matter, and 
ARF'’s role in the growing industry-wide dis- 
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cussion of how technology is changing the way 
in which advertising looks at and attempts to 
use the mass media. 

Danko, William D., and James M. MacLachlan. Re- 
search to Accelerate the Diffusion of a New In- 
vention. No. 3, pp. 39-43. 

An empirical study which provides some in- 
sights for defining characteristics of the early 
adopter of personal computers. 

Domzal, Teresa J., and Jerome B. Kernan. Television 
Audience Segmentation According to Need Grat- 
ification. No. 5, pp. 37-49. 

Consistent with recent studies, this investiga- 
tion suggests that even nominally similar au- 
diences (e.g., all females, 18—49, from a single 
ADJ) are readily segmentable according to pro- 
gram choices and that these viewer prefer- 
ences can be explained by considering the dif- 
fering needs individual segments expect the 
viewing experience to gratify. 

Donegan, Thomas J., Jr. See Smith et ai. 

Donius, James F. Campaign Simulations via Multiple 
Exposure On-Air Copy Testing. No. 2, pp. 35-39. 

Report of an experiment sponsored by two na- 
tional advertisers, and conducted in conjunc- 
tion with the 4As and its member agencies, in 
hopes of obtaining a better understanding of 
the way cumulative advertising exposure af- 
fects consumers. 

Flesch, Edward J. See Trebbi and Flesch. 

Garbett, Thomas F. Researching Corporate Adver- 
tising. No. 1, pp. 33-37. 

Expounds his theory of the process of devel- 
oping corporate advertising by thinking of it as 
a series of stages and examining the various 
appropriate research techniques involved in 
each stage. 

Gelb, Betsy D. See Zinkhan, Gelb, and Martin. 

Gibson, Lawrence D. ‘‘Not Recall.’’ No. 1, pp. 39- 
46. 

A review of all the evidence available to sub- 
stantiate the author’s contention that if the 
question is copy testing, the answer is ‘‘not 
recall.”’ 

Grass, Robert C., Wallace H. Wallace, and Wayne 
G. Robertshaw. The ‘‘“NOLAD”’ Concept. No. 1, 
pp. 47-55. 

The authors propose the NOLAD (non-lis- 
tening attention demand) system as a means of 
pretesting radio commercials and evaluating 
how they will perform in the real world prior 
to their introduction on the air. 

Green, Paul E., and Catherine M. Schaffer. Ad Copy 
Testing. No. 5, pp. 73-80. 

Diagnostic procedures are proposed for sum- 
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marizing perceptual and executional impact in 
advertising copy testing. 

Hallberg, Garth. See Yuspeh and Hallberg. 

Harvey, Michael G. See Rothe, Harvey, and Mi- 
chael. 

James, Watson S. ‘“‘Jay.”” The New Electronic 
Media: An Overview. No. 4, pp. 33-37. 

Describes each of the various new electronic 
media and gives an assessment of how suc- 
cessful each might be in the near future, i.e., 
in 1990. 

Katz, William A. Point of View: A Critique of Split- 
Brain Theory. No. 2, pp. 63-66. 

Points out some of the literature in psychology 
and advertising that does not support the split- 
brain theory or its application to advertising. 

Keon, John W. Copy Testing Ads for Imagery Prod- 
ucts. No. 6, pp. 41-48. 

Introduces a perceptual mapping technique 
which allows the testing of an ad for imagery 
products before the campaign is launched, or 
even before the brand, whose ad is being 
tested, is actually introduced. 

Kerin, Roger A., and Robert A. Peterson. Sched- 
uling Telephone Interviews. No. 2, pp. 41-47. 

This study indicates that when scheduling tele- 
phone interviews, at least for the population of 
eligible individuals investigated in this study 
(males or females over the age of 18), cost con- 
siderations are perhaps more important than 
outcome considerations. That is, the decision 
when to schedule telephone interviews should 
be determined by when it is the most eco- 
nomical to do so. 

Kernan, Jerome B. See Domzal and Kernan. 

Klein, Peter R., and Melvin Tainiter. Copy Research 
Validation: The Advertiser's Perspective. No. 5, 
pp. 9-17. 

Study investigates the degree of correlation be- 
tween McCollum/Spielman & Co.’s AC-T 
measurements and advertisers’ reported brand 
performance. 

Krugman, Herbert E. Television Program Interest 
and Commercial Interruption. No. 1, pp. 21-23. 

Presents data on attitude impact in types of TV 
programs where the commercials interrupt a 
story versus types of programs where the com- 
mercial comes at a natural break, such as the 
break between separate interviews with dif- 
ferent talk-show guests, in order to demon- 
strate the falsity of the statement that com- 
mercials on interesting programs are less ef- 
fective. 

Lehman, Charles. See Bogart and Lehman. 

Macklin, M. Carole. Do Children Understand TV 
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Ads? No. 1, pp. 63-70. 
Presents results from research about children’s 
responses to a series of television commercials 
and illustrates the results from two approaches 
that provides for different implications about 
preschoolers’ abilities to process commercials. 

MacLachlan, James. Making a Message Memorable 
and Persuasive. No. 6, pp. 51-59. 

Identifies and explains 12 techniques for more 
persuasive communication which can be ap- 
plied in a variety of business situations, partic- 
ularly advertising, group presentations, and 
personal professional selling. 

MacLachlan, James, and John G. Meyers. Using Re- 
sponse Latency to Identify Commercials That 
Motivate. No. 5, pp. 51-57. 

This study provides justification for using re- 
sponse latency in theater testing of advertising. 

MacLachlan, James M. See Danko and MacLachlan. 

Majewski, Robert F. See Shapiro and Majewski. 

Martin, Claude R. See Zinkhan, Gelb, and Martin. 

Mehrotra, Sunil. See Adams, Mehrotra, and Van 
Auden. 

Metzger, Gale D. Cable Television Audiences. No. 
4, pp. 41-47. 

Reports information from a study on why 
people subscribe to cable television and how 
they feel about it, and also from a survey mea- 
suring the TV ownership characteristics 
throughout the country, including cable char- 
acteristics. 

Meyer, Timothy. See O’Guinn and Meyer. 

Michael, George C. See Rothe, Harvey, and Mi- 
chael. 

Mills, Michael K. Promoting to Home-Fashion 
Shoppers. No. 2, pp. 17-24. 

A study involving a lifestyle analysis of con- 
sumers’ home-fashion purchasing behavior 
and which also explores the importance of in- 
formation used by the identified lifestyle 
groups. 

Myers, John G. See MacLachlan and Myers. 

Neslin, Scott A. See Assmus and Nestlin. 

O’Guinn, Thomas C., and Timothy P. Meyer. Seg- 
menting the Hispanic Market: The Use of 
Spanish-Language Radio. No. 6, pp. 9-16. 

Investigates radio language preference among 
Hispanics—i.e., Spanish or English—as a 
means by which to segment the U.S. Hispanic 
market. 

Peterson, Robert A. See Kerin and Peterson. 

Reid, Leonard N. See Soley and Reid. 

Reid, Leonard N., and Lawrence C. Soley. Deco- 
rative Models and the Readership of Magazine 
Ads. No. 2, pp. 27-32. 
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This study indicates that, among the attention- 
getting devices available to advertisers, the 
portrayal of a decorative female model can be 
employed to enhance the probability that an ad 
for a sexually-relevant product will attract the 
attention of male readers. 

Robertshaw, Wayne G. See Grass, Wallace, and 
Robertshaw. 

Ross, Ivan. See Smith et al. 

Rothe, James T., Michael G. Harvey, and George C. 
Michael. The Impact of Cable Television on Sub- 
scriber and Nonsubscriber Behavior. No. 4, pp. 
15-23. 

Reports the results of a study of a matched set 
of cable television subscriber and nonsub- 
scriber households. 

Schaffer, Catherine M. See Green and Schaffer. 
Schmalensee, Diane H. Today's Top Priority Adver- 
tising Research Questions. No. 2, pp. 49-60. 
Discusses how the top priority advertising re- 
search questions were identified, why they are 
important, their implications, and suggestions 
for appropriate approaches to address the 

questions. 

Shapiro, Irwin A., and Robe t F. Majewski. Should 
Dentists Advertise? No. 3, pp. 33-37. 

Study conducted to ascertain and compare the 
attitudes of both consumers and dentists to- 
ward the advertising of professional services— 
in this case, dental advertising. 

Smith, Joseph G., Wallace S. Snyder, James B. 
Swire, Thomas J. Donegan, Jr., and Ivan Ross. 
Legal Standards for Consumer Survey Research. 
No. 5, pp. 19-35. 

Proceedings from a symposium on the title 
subject to provide insight into how lawyers and 
consumer psychologists work together re- 
garding the reporting of survey data. 

Snyder, Wallace S. See Smith et al. 

Soley, Lawrence C. See Reid and Soley. 

Soley, Lawrence C. Can Newspaper Audiences Be 
Simulated? No. 5, pp. 67-71. 

This study indicates that the simulated news- 
paper readership figures available through 
time-sharing services are highly inaccurate, 
but does suggest that developing simulated au- 
dience data for newspapers is possible, pro- 
vided more rigorous standards are employed 
to develop the simulated data. 

Soley, Lawrence C., and Leonard N. Reid. On the 
Validity of Students as Subjects in Advertising 
Experiments. No. 4, pp. 57-59. 

This study reveals that there were significant 
response differences on four commonly-em- 
ployed measures of advertising effectiveness 
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between a sample of college students and a 
sample of adults, suggesting that results of ad- 
vertising experiments which use students as 
subjects should be questioned or at least ap- 
proached with extreme caution. 

Sprague, Jeremy D. Estimating Newspaper Turnover 

Rates. No. 3, pp. 9-13. 

This paper attempts to show that the turnover 
rate is related most particularly to each news- 
paper's percent coverage of its Standard Met- 
ropolitan Statistical Area (SMSA)—based on 
its average-issue audience—and not to market 
size (as is the case with readers-per-copy) or 
to the demographic group being measured (as 
is the case with relative percent coverage, 
compared with the newspaper’s coverage of 
total adults). It also develops a model for es- 
timating turnover rates. 

Stephens, Nancy, and Robert A. Warrens. Adver- 
tising Frequency Requirements for Older Adults. 
No. 6, pp. 23-32. 

The major finding of the study reported in this 
article is that age did not significantly influence 
recall and recognition scores, even when three 
different frequency levels were tested. 

Swartz, Teresa A. Brand Symbols and Message Dif- 
ferentiation. No. 5, pp. 59-64. 

Through examining the meanings given by con- 
sumers to four similar brands of the same 
product, a knit shirt, the viability of product 
‘*message’’ differentiation is explored, in- 
cluding the role of advertising in such a 
strategy. 

Swire, James B. See Smith et al. 

Tainiter, Melvin. See Klein and Tainiter. 

Traynor, Kenneth. Accountant Advertising: Percep- 
tions, Attitudes, and Behaviors. No. 6, pp. 
35-40. 

Study conducted among certified public ac- 
countants finds that age, length of practice, 
and size of accounting firm worked for is re- 
lated to accountants’ attitudes toward adver- 
tising and whether they are potential media 
users. 

Trebbi, George G., Jr., and Edward J. Flesch. Single 
versus Multiple Concept Tests. No. 3, pp. 21-26. 

Reports on a study conducted to determine the 

degree of concurrence between test results ob- 

tained for 11 concepts using the single-concept 
method (each respondent examines and rates 
only one concept) and the results obtained 
using the multiple method (each respondent 
examines and rates all 11 concepts). 


Valencia, Humberto. Point of View: Avoiding His- 

panic Market Blunders. No. 6, pp. 19-22. 
Points out examples of Hispanic market blun- 
ders due to mistranslation and cultural mis- 
understandings, and suggests ways of avoiding 
such blunders. 

Van Auken, Stuart. See Adams, Mehrotra, and Van 
Auken. 

Wallace, Wallace H. See Grass, Wallace, and Rob- 
ertshaw. 

Warrens, Robert A. See Stephens and Warrens. 

Wells, William D. Point of View: How to End the 
Never Ending. No. 2, pp. 67-68. 

A reply to Richard Vaughn’s article in the JAR, 
Volume 22, No. 6, concerning the ‘“‘never- 
ending struggle’’ between creatives and re- 
searchers. 

Winters, Lewis C. Comparing Pretesting and Post- 
testing of Corporate Advertising. No. 1, pp. 25- 
32. 

A case history comparing pretesting and post- 
testing of Chevron’s corporate advertising 
campaigns. 

Yuspeh, Sonia, and Garth Hallberg. The Radical Po- 
tential of Cable Advertising. No. 4, pp. 51-54. 

Report of a study to evaluate consumer accep- 
tance of the experimental cable advertising ser- 
vice, CABLESHOP. 

Zinkhan, George M., Betsy D. Gelb, and Claude R. 
Martin. The Cloze Procedure. No. 3, pp. 15—20. 

This study employing the ‘‘cloze procedure”’ 
tests possible relationships among predicta- 
bility of the presentation of the advertising 
message and two advertising objectives: mes- 
sage enjoyment and recall. 

Zoler, Jon. N. Research Requirements for Ad Claims 

Substantiation. No. 2, pp. 9-15. 

Discusses case histories of advertising lawsuits 
in the tobacco industry, including the key 
methodological questions involved, and de- 
velops guidelines for conducting ad claims sub- 
stantiation research studies. 


Editorials by Edward M. Tauber 

The Apprenticeship System of Research. No. 6, p.7. 

Can We Test Storyboards? No. 5, p. 7. 

Corporate Wisdom: The Need for ‘‘The Brand 
Knowledge Base.’’ No. 3, p. 7. 

A Madison Avenue Plan for Economic Recovery OR 
Why Think Small. No. 1, p. 7. 


Stamp Out the Generic Segmentation Study. No. 2, 
p. 7. 
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